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Abstract 
As a student in the MSc in E-Business and Digital Marketing at the International Hellenic 
University of Thessaloniki, I have completed the two semesters which were comprised 
of a total of ten courses. This dissertation is the final part of my MSc in E-Business and 
Digital Marketing and its goal is to create a chatbot for trip planning. After research, we 
have found how large the industry of tourism is and how new technologies, like 
chatbots, are changing it. 
Therefore, we created a chatbot, to help potential travellers plan their next trip in a few 
easy steps. This chatbot needs further development and improvement before it is ready 
to be used, but we believe that with the appropriate work and dedication, it will become 
a success. 
I would like to personally thank my professor and supervisor, Mr. Ioannis Magnisalis, as 
he provided me with the necessary guidelines to complete my dissertation. What is 
more, I would also like to say a big thank you to Mr. Stergios Tegos, from Enchatted, that 
provided me access to work in the Botsociety platform and he always helped me when 
I found difficulties in the chatbot development.  
 
 
 
Chrysovelidis Georgios 
30/11/2019 
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1 Introduction 
In this part, we will have a brief look at the dissertation, and what the different chapters 
of it include. In Chapter 2, we will see how strong the tourism industry is, with a global 
economic contribution of over 7.6 trillion US dollars worldwide. Like other industries, 
the tourism industry has also changed throughout the years, because of technological 
improvements and changes in people’s behaviour. We have seen a huge leap in the way 
people plan their trip, from visiting a tour operator or travel agency in the pre-Internet 
era, to just searching in websites or apps and booking their tickets and accommodation 
via their computer, tablet or smartphone after the Internet appeared and smart devices 
were developed.  
The technological improvements had also a great impact in the searching and decision-
making process of potential travellers. In previous years, before the Internet era, travellers 
had to take decisions about their transportation, accommodation, activities, etc., based on 
the information the travel agent provided them. This information might be incomplete, or 
even misleading for them, if the travel agent wanted them to become customers. With the 
invention of Internet, travellers could find all the information they needed by just 
searching the web. After some years, this would be even easier for them, as with the 
technological improvements this was feasible even on the go, by just opening an app in 
their smartphones or tablets.  
Artificial Intelligence and chatbots have started playing an important role in the industry 
in the last years, as these are technologies that can automate procedures and replace 
people, or even offer new services. More and more companies in the industry are 
implementing chatbots, with Booking.com, KLM Royal Dutch Airlines and Expedia.com 
being some of them. These companies are having multiple benefits by implementing 
chatbots, such as cost savings, 24/7 availability, payment processing, access to more data, 
and many more.  
In Chapter 3, we will see a typical search journey of travellers. We wanted to make this 
journey shorter, by exploiting the chatbot technology. So, we created a chatbot, named 
Christopher T-Columbus, that helps travellers find their next destination, their 
transportation to the destination, accommodation and things to do there. In this way, all 
these important searches are gathered in one place, in a fast and funny interface. However, 
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this chatbot is not yet completed, as we did not have the technical background. Instead, a 
flowchart was created that with the appropriate add-ons, will become an executable 
chatbot. 
A few improvements were suggested in Chapter 4, so the chatbot can become competitive 
to other existing apps, like TripAdvisor for instance, and more people start using it. After 
the chatbot is completed, it needs to be tested before it is distributed to users. Other 
improvements that can be made are the addition of new languages, the development of a 
voice-based version of the chatbot and support in more smart devices. 
With the completion of Christopher T-Columbus, and ideally after the improvements are 
made, we believe that it will make its own way and become a success, as it offers 
something in a simple and fast interface. 
During our time developing this chatbot, we had a great time, as this was something new 
for us. We have also gained new knowledge and experience, by entering the world of 
chatbots, even in an amateur level. 
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2 Background 
2.1 Tourism 
Tourism is one of the largest industries worldwide, with over 7.6 trillion US dollars of 
global economic contribution in 2016 [1]. As all industries, the travel and tourism 
industry has changed a lot throughout the years. Many factors contributed to the way 
tourism was shaped, such as political and economic factors, advances in technology and 
many more. It seems that the last one, the technological improvements, is the most 
important one. People have now a lot of options in the means of transport (airplanes, 
boats, buses, trains, etc.). Some years back travelling from Greece to the United States 
was not a usual case, but nowadays you can book a flight in a few seconds. What is more, 
Internet completely changed this industry. First, a lot of information is provided to 
individuals in the Internet, acting as an external memory for them and making them more 
reliant upon it [2]. Second, the dynamics of online communications have changed by the 
tremendous growth of social media. Third, new locales for information search and use 
were created by recent developments in mobile computing, particularly with the adoption 
of smartphones and their apps for travel.  
In the pre-Internet era, product distribution and customer services were limited in their 
scope and reach in this industry. This happened, because traditional marketing, 
distribution and customer services relied upon ‘intermediaries’ (tour operators and travel 
agencies) to connect and engage with travelers. Since 1993, the Internet and its 
commercialization, has led to a continuous disintermediation and re-intermediation of the 
distribution of the product and changed the basic structure of tourism industry. In the late 
1990s, online travel agencies appeared, such as Expedia, PreviewTravel, Priceline and 
TravelBids, providing direct access to the travel market.  
Since 2001, an even greater change for tourism marketing occurred, and technology 
focused more in persuasion, customer empowerment and ubiquity through mobile 
systems, rather than website functionalities and usability as it did before. Fare 
aggregators, new types of virtual communities and consumer review sites are one great 
feature in this decade. 
With the rise of smartphones, which include a lot of technologies such as cameras, GPS, 
access to the internet, etc., users can now control their travel experience anytime, 
8 
 
anywhere. Now, the traveler is the central player within the value structure in this new 
rich, socially created environment. 
Internet technology was developed to be used in everyday experiences. Travel planning 
is one of them, and with the use of the internet travelers can adapt their behavior to take 
advantage of the new channels, and lead to their evaluation of the experience. After this 
evaluation, travelers decide whether to reinforce or diminish their use of this technology 
in future travel. 
An Internet-based survey conducted by the National Laboratory for Tourism & 
eCommerce at Temple University from 2007 to 2012 using a portion of an online panel 
of 300,000 American consumers, pointed Internet as the number one source of 
information in trip planning [2]. Many travelers depend heavily in Internet to seek, 
prepare and book their upcoming travel experiences. Air tickets, lodging, and car rental 
– the traditional travel products- continue to dominate the online travel market. What is 
more, obstacles such as lack of trust and credibility, poor usability, and lack of 
personalized services in online communication, seem to have been overcome with 
improvements in website design, security measures and ‘smart’ systems. Internet is used 
for more than two decades in the travel and tourism industry and e-Tourism (the analysis, 
design, implementation and application of IT and e-commerce solutions in the travel and 
tourism industry [3]) has become the norm in this industry.  
The tourism and travel industry are considered by many to be identical but in fact they 
are not. The travel industry is broader than the tourism industry as it includes a wider 
variety of travel purposes. The travel industry is related to a person’s travel from one 
place to another, whereas the tourism industry is related to the specific act of travelling 
to a different location, either for business of pleasure. In the purpose of this dissertation, 
we will consider these two industries the same, as it does not change the goal and the 
results of it [20].  
There are a lot of sectors and company types in this industry. From transportation services 
and accommodation, to entertainment and food, this industry has a need to cover 
everything a traveler will need to complete his trip. 
Transportation is one of the key services in this industry. When planning a trip, you need 
to find the way you will transport to your destination. There are plenty of options 
nowadays. The traveler can choose from airline companies, car rentals, water 
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transportation like ferries and ocean liners, coach services and railway. Even spacecraft 
will become a transportation service in the upcoming years and Virgin Galactic is an 
example, with the company aiming to allow customers travel to space and have an 
experience like never before. 
Accommodation is another vital sector, as travelers need a place to stay when they reach 
their destination. Fortunately, there are plenty of options here too. The traveler can choose 
from hotels, shared accommodation (Airbnb being the most famous), hostels, camping, 
cruises (which combine transportation and accommodation) and agri-tourism.  
Food and Beverage services cover the needs of travelers for food and drinks. However, 
this is not their only purpose and many businesses in this sector take it a step forward, by 
providing travelers a place to relax, enjoy themselves and/or socialize with other people. 
Travelers can choose from restaurants, catering, bars, cafes and more.  
The entertainment sector plays a complex role in this industry, as it has a more 
supplementary role, by keeping travelers entertained during their trip. Travelers are taking 
into consideration all the available activities and things to do while visiting places. The 
entertainment sector consists of casinos, shopping centers, tours and many more.  
In addition to the above sectors there are a range of industries or sub-sectors which are 
broadly linked to the travel industry, because they offer products or services before they 
depart on their travels or promote and improve the travel industry itself. Some of these 
are:  
• Financial Services that are included in the travel industry, such as travel insurance, 
travel medical plans and currency conversion. 
• Travel agents, tour operators and online travel agencies which offer travel 
packages. Travelers can buy from travel agents, packages which include their 
transportation to the destination, their accommodation, services and even 
organized activities. 
• Tourism organizations that promote actively the tourism industry and its interests, 
by regulating or influencing national and local tourism policies, such as tourism 
inspection agencies. 
• Educational sub-sector, which is growing fast, as more and more people are 
travelling to attend business conferences, exhibitions, training sessions, etc. 
2.2 Trip Planning 
In previous years, more specifically before the Internet or even in the early stages of using 
the Internet, travelers did not have all the necessary information to get the best decisions 
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for them. They could not know which were the price ranges for the hotels in the area they 
wanted to travel, what where the prices of alternative transportation ways, which places 
to visit when reaching their destination and many more problems they had to face. In 
order to face these problems, they visited tour operator offices, which presented them 
with some travel packages to choose from. However, they did not have all the necessary 
information they needed, but only the ones that the tour operator provided them. 
This has changed with Internet. The traveler now has access to thousands of websites, 
with endless information. So, the traveler is now able to discover and select the place he 
wants to visit, find where to stay, how to get there, what places to visit, etc. This is 
possible with online tour operators and services such as Booking, TripAdvisor, Expedia 
and many more. 
There is a big similarity between the behavior of travelers looking to plan their trips and 
online consumers’ behavior. In contrast to what travelers used to do before, which was to 
visit tour operators and buy travel services and products, now travelers make their 
research online and then book everything from online services. It is now obvious, that the 
potential traveler has all the necessary information he needs and the power in his hands 
to make the right decision for him. A survey conducted by Google and Ipsos MediaCT 
between April and May of 2012, taken by 5000 consumers, reveals some interesting facts 
about their searches [26]. This reports divides travelers in two groups: leisure and 
business travelers. Leisure travelers are the ones who have made at least one trip for 
leisure in the last six months and business travelers are the ones who have made at least 
three business trips in the last six months. These two categories of travelers are searching 
online to plan their trip in different ways. 
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Table 1 
Table 1 can confirm the aforementioned statement. Business travelers are researching an 
upcoming trip, a travel after seeing an online advertisement, brainstorming about a trip, 
reading reviews from other travelers, requesting information about upcoming trips, 
watching a travel video and seeking travel content and reviews by their friends or family 
in a bigger percentage than leisure travelers. Almost all the leisure travelers (around 96% 
of them) are starting their hotel planning with search, whereas 56% of all travelers start 
their travel booking and shopping process with search. 
Another important conclusion is that leisure and business travelers have different 
priorities when searching. Leisure travelers are searching first using search engines and 
then hotel websites, airplane websites, OTA, travel review sites, destination-specific, car 
rental and social network in this order. Business travelers are searching first in hotel 
websites and then in airplane websites, search engines, OTA, car rental websites, travel 
review sites, destination and social network in this order.  
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Table 2 
In both these categories, there is a huge leap in using mobile devices rather than 
computers in the last years. Only 8% of leisure travelers and 25% of business travelers in 
2009 used a mobile device for their obtaining travel information, when in 2012 these 
percentages raised to 38% and 57%. However, there are still some factors that deter 
travelers from booking their trip using their mobile device. The first one is a bad mobile 
website, followed by long loading times, website being too cumbersome, trust issues with 
mobile devices security, need for confirmation by someone else, mobile version of 
website does not allow bookings, no accessibility to credit card and last, other reasons.  
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Table 3 
Finally, travelers are watching more videos in order to obtain information regarding their 
trip. They watch videos either generated by other travelers or by professionals. The top 
five travel videos watched by travelers are videos from hotels, airlines, cruises, tours, etc. 
(62%), trip reviews from experts (58%), videos from travel-related channels (58%), trip 
reviews from other people (56%) and videos made by other people (48%). A big 
percentage of travelers who watch a video are keener on booking, as 45% of leisure 
travelers and 72% of business travelers said they were prompted to book as result. 
The travel decision-making process cannot be simplified by focusing only in one or two 
features. Tourists make decisions which are not single independent choices of separate 
elements (e.g. destination), but rather are complex, multifaceted decisions in which the 
choices of different elements are interrelated and evolve in a decision process over time 
[4]. Travel decision making has also a hierarchical structure, meaning that some decisions 
are contingent on others that have already been made. 
There are some models that explain travel decision-making from a different perspective. 
Engel, Kollat, and Blackwell [5], believe that the tourist behavior is relevant to a 
consumer’s behavior and that decisions are thought to evolve in the following sequential 
steps: needs motivation, problem recognition, information search, evaluation of 
alternatives and decision, purchase, and post purchase evaluation. Van Raaij and 
Francken [6],  proposed in a family context, a travel decision-making model represented 
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as a sequence of sub-decisions: the generic decision to spend on a vacation, information 
acquisition, joint decision making by husband and wife, experience of the vacation, and 
subsequent levels of satisfaction. Traveler’s decision making was described by Woodside 
and Lysonski [7] as a categorization process from which the preferences, intentions and 
the final choice result. In this process, the choice was a function of intention to visit a 
destination and situational variables acting as moderators between intention and choice. 
A theoretical framework was proposed by Um and Crompton [8], for the destination 
choice process using a choice-set structure, asserting that destination selection is a three-
stage process, including composition of awareness set, evoked set, and final destination 
set. This model focused only on the destination choice before starting a vacation and did 
not take into account various sub-decisions making up the overall travel experiences. 
There are more models explaining the decision-making process of travelers. A more 
conceptual model was proposed by Moutinho [29], where the destination choice is a 
compulsory decision among other sub decisions, such as budget, timing, intermediaries, 
etc., that is taken after the need for tourism has been aroused, necessary information is 
collected and deliberated on before travel preparation. The choice of the travel destination 
is also influenced by other external factors like Market stimuli, social factors and others. 
This model, however, cannot be tested empirically due to its complexity and 
comprehensiveness. 
All these models have been used in many tourism studies and are mainly focused in 
intrapersonal mental processes and the interaction with psychological and non-
psychological variables. The idea that travel decision making is a sequential contingent 
process and a funnel like procedure of narrowing down choices among alternatives is 
followed by tourists is supported by these models. Their contribution to our knowledge 
of travel decisions is also important and cannot be disputed.  
However, some doubts have been expressed by several researchers regarding the 
monolithic and deterministic view of the decision-making process for these models 
(Decrop 1999 [30], Dellaert, Ettema, and Lindh 1998 [31], Hyde 2004 [32], Jeng and 
Fesenmaier 2002 [33], Woodside and MacDonald 1994 [34]). These studies maintain the 
perspective of decision makers as individuals who are looking for optimal decision 
outcomes. What is more, they focus in the process of choosing the destination and they 
do not consider the destination as the only decision made before a trip, as there are other 
sub-decisions such as the travel companions, timing, transportation mode, route, 
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accommodation, budget, activities and others. Decrop and Snelders [35] state that travel 
planning or trip decision making is an ongoing process that is not characterized by 
unchanging sequential stages and does not end when a decision is made.  
In their model, Woodside and MacDonald [36] state that every choice of tourism-related 
services is interdependent in some degree, but a research has to be done regarding the 
sequence of decision making, namely the elements of vacation. The relationship between 
planning time and some explanatory variables to a specific trip were examined by Zalatan 
[37] and ensured that there is a certain pattern of stable behaviors in the leisure travel 
planning process. Zalatan’s model is focused in illustrating the structure of patterns of the 
travel planning process and emphasizes in the differences in planning times according to 
various situational variables. A conceptual model incorporating the temporal sequence of 
multifaced travel decisions and relevant decision making constraints focusing on a single 
leisure trip was introduced by Dellaert, Ettema, and Lindh [38]. They conducted 
a telephone survey in three hundred Swedish respondents, and they discovered that the 
different choice components which are combined in the total travel decision process were 
subsequent, yet interrelated, and they have also identified the average periods between 
planning factors and actual trip moments. 
The models of Hyde [39] and Decrop and Snelders [40] indicate that there might be a 
plurality of vacation decision making processes. The decision-making processes of a trip 
can be split and explained differently. For instance, the decisions made before departure 
can be explained by a simplistic decision process, whereas the decisions made while on 
vacation can be explained by a typical decision process. What is more, different tourists 
can use different decision processes, which means that some tourists may not use well-
defined decision strategies, but adapt their choices to the particularities of the trip, where 
others may just follow the bound-rational decision paradigm. 
A multistage hierarchical trip decision net model was proposed by Fesenmaier and Jeng 
[41], in which all the sub-decisions have different levels of perceived importance, which 
means that one sub-decision might influence other sub-decisions. They tried to split the 
travel decision making process into constituent parts and they identified three stages of 
decisions:  
1. Core decisions: These are decisions which are planned in detail before the trip. 
2. Secondary decisions: These are decisions which are also planned before the trip 
but are flexible to changes. 
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3. En route decisions: These are decisions made by tourists while they are on their 
trip, like where to eat, what to drink, etc. 
The model of Fesenmaier and Jeng which was extended in 2002 [42], outlined three key 
propositions for understanding the travel decision-making process: a) 
multidimensionality, b) sequentiality, and c) contingency. Their latest model stated that a 
sequential information search, information processing and a decision process are involved 
in a travel planning process. This means that individuals are encouraged, by the stage 
complexity of travel decision-making, to develop decision heuristics to facilitate the 
trade-off process between satisfying multiple travel needs and the limited cognitive 
capability of a decision maker. Information search and evaluation are involved during this 
trade-off process, and the information integration process is a hierarchical and sequential 
structure where each decision element enters the process of alternative evaluation. 
The study of Bieger and Laesser [43] confirmed the shift of information sourcing and 
supported the integration of information during the process of travel planning. Their 
examination of the travel planning process was simple with only two stages, before and 
after a definite trip decision. The hierarchical or contingent nature of information 
searching was not examined by them.  
A longitudinal approach of examining the integration of information during the trip 
planning process was introduced by Zins [44], as he claimed that planning effort, planning 
horizons, importance of information sources, and the amount and direction of search 
activities should be included in the complex structure of sub-decisions.  
After examining the aforementioned models, it is clear that the main function of using 
travel information is to support decision making and product choice during the travel 
decision process, and that information related to traveling plays an important role on 
individual decision making and the choice of destination. Today, one of the main 
objectives of Marketing, is to provide consumers information on which to base their 
decisions. However, the acquisition of travel information does not take place only in one 
specific point, for example before an individual makes a purchase, but it is involved in 
every phase of the decision making. So, it would be useful to marketeers to know which 
information to provide in which decision element in the multistage sequence of the travel 
planning process.  
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2.3 Artificial Intelligence and Bots 
Travel and tourism industry is gaining a lot from technological improvements. Two of 
them are Artificial Intelligence (AI) and bots.  
2.3.1 Artificial Intelligence 
Artificial Intelligence, also called machine intelligence, is intelligence demonstrated by 
the machines and not people [9]. It is often used to describe machines that mimic 
‘cognitive’ functions that humans associate with the human mind, such as ‘learning’ and 
‘problem solving’. It can be divided into three different types of systems [10]: 
• Analytical Artificial Intelligence, which has characteristics consistent with 
cognitive intelligence, creating a cognitive representation of the world and using 
learning based on experience to inform future decisions. 
• Human Inspired Artificial Intelligence, which has elements from cognitive and 
emotional intelligence. It understands human emotions as well as cognitive 
elements, considering them in their decision making. 
• Humanized Artificial Intelligence, which can be self-conscious and self-aware in 
interactions, as it shows characteristics of all types of competencies (i.e., 
cognitive, emotional, and social intelligence). 
The term ‘Artificial Intelligence’ was created in 1956 by John McCarthy [11], but the 
idea behind it has roots back in the latest stages of World War II. Academics tried to build 
computing systems with the goal of imitating some of the human brain’s functions, like 
storing and processing information. Alan Turing proposed in 1950 the well-known 
‘Turing Test’, which was used to determine a machine’s ability to exhibit intelligent 
behavior. Throughout the years Artificial Intelligence has experienced waves of both 
optimism and disappointment. The expectations were high, but there were periods when 
the luck of funding (investing in Artificial Intelligence is considered really expensive 
especially at the early stages of it) led to disappointment and this technology remained 
unnoticed for several years. Then new approaches came out, which led to success and 
new funding. Artificial Intelligence research has been divided into two subfields: the ones 
with technical considerations and the ones with philosophical considerations. What is 
more, those two subfields often fail to communicate each other, which leads to further 
problems in the research of this technology. 
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2.3.2 Bots 
A Bot is also known as Internet bot, web robot or robot [12]. It is a software application 
that executes tasks automatically, also known as scripts, over the Internet. In most cases, 
bots are assigned with simple and structurally repetitive tasks and perform them at a much 
higher rate than a human alone would do. Bots are mostly used in web spidering (web 
crawler), in which an automated script fetches, analyzes and files information from web 
servers at a much higher speed than a human. Over 50% of web traffic is generated by 
bots. 
There are several types of bots: 
• Chatterbots: These are bots that communicate with other users of Internet-based 
services, via instant messaging (IM), Internet Relay Chat (IRC), or other web 
interfaces such as Facebook Bots and Twitterbots. They allow people to ask 
questions in plain English and then formulate a proper response. Some tasks 
handled by chatterbots are weather reporting, zip code information, sports score, 
currency conversions, entertainment, etc.  
• Social bots: These are sets of algorithms that take on the duties of repetitive sets 
of instructions in order to establish a service or connection among social 
networking users. Ethics is something that the designers of these bots should take 
into consideration, as these bots have been used for various immoral reasons, such 
as interfering in political elections. A huge amount of false reports and claims are 
generated in Social Media by bots and this has to do with the lack of resources 
available to implement fact-checking and information verification. 
• Malicious bots: These are used mainly to automatically attack networked 
computers and commit click fraud. Click fraud is related with Pay Per Click (PPC) 
and online advertising. When a bot is clicking on advertisements on a website to 
generate clicks and the website owner can earn more money, this is considered a 
click fraud. 
• Helpful bots: These are used to help customers get in touch with companies 
without having to communicate to a person, which is, in many cases, time 
consuming or difficult. Companies have developed that kind of bots, which are 
mainly chatbots, and they increased in this way customer engagement. Two well-
known chatbots that are used in a daily basis by millions of people, are Siri and 
Google Assistant, which also allow interaction via voice.   
Internet bots are a result of Artificial Intelligence and both of these technologies are used 
in many industries. Artificial Intelligence is adopted in many industries such as Finance 
and Banking, Healthcare, Retail, Technology, Education, Energy and Travel and Tourism 
industry is one of them. The tourism industry relies heavily in attracting new customers 
and in providing customer support in a high level of standards. This is where one type of 
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internet bots, the online chatbots, come to help, as they have already proved that they can 
handle these two tasks [13].  
Over the last years and with the steady improvement in smartphones, people use their 
mobile devices to do almost everything, not only in their daily routine but also for 
everything else they need. From taking photos, browsing the Internet, receiving and 
sending e-mails, to booking a flight through a smartphone app, or searching for reviews 
related to a restaurant, smartphones are now a device that most people use to do 
everything. And this is also happening when it comes to traveling. People use different 
apps to find and book flights, rent a car, find a hotel, etc. Some of the most used apps for 
travelling are [13 & 14]: 
• Skyscanner: You can book flights, accommodation or rent a car with this app. 
You can also find the cheapest dates to fly and get alerts when prices change.  
• Kayak: This app is like Skyscanner, but it has exclusive deals you won’t find on 
other sites. You can also set price alerts or use Price Forecast to see whether you 
should buy now or wait. 
• Airbnb: This app offers accommodation in a cheaper price than hotels (in most 
cases, not always). You can choose from many houses in the destination you are 
visiting and select whether you stay with a local or alone. 
• Google Trips: This app can do almost everything regarding trip planning. From 
pulling reservations from emails, to adding hotel bookings and car rentals. You 
just set it up, browse through the app and look at curated day trips, as well as 
suggested and popular places to visit or eat at. 
• TripAdvisor: When looking for reviews of restaurants, bars, famous landmarks, 
etc. then TripAdvisor is your app. In this app you can find millions of reviews, 
opinions, videos, and photos for everything related to your trip, such as hotels, 
airlines and many more. You can also use the app’s forum to ask specific questions 
and other travelers can answer it.  
• TripIt: You can use this app to organize all your travel itineraries and documents, 
so you don’t have to search for them in your trip. You just need to send your 
reservations automatically to this app and then it is easy to view and find them. It 
is also possible to share your trip plans with whoever is picking you up from the 
airport or train station. 
• Roadtrippers: This app is suitable for organizing your trip, by providing you the 
most suitable driving route and book hotels on your way. It is also used for finding 
interesting and off-the-beaten-path places to visit as you go, finding cool 
restaurants and one-of-kind spots that you can bookmark and go back to during 
the trip. 
• Packing Pro: This app is used to organize your suitcase with a checklist that breaks 
down what you’ll need by category. In addition to packing lists, the app also 
reminds you of any important things you’ll need to accomplish before traveling, 
such as renewing your passport. 
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Most of these apps are used mainly for one purpose. For instance, TripAdvisor is mainly 
used by travelers to find reviews about restaurants, bars, Airbnb to find accommodation, 
Skyscanner to find flights, etc. And that is the biggest complain travelers have with these 
apps, the focus that each app has in a different niche. What is more, using different apps 
for different purposes has its drawbacks. One is that these apps require a significant 
amount of storage space in the user’s smartphone. Another one is that most of these apps 
often become redundant after one trip, and need to be replaced with a different app. 
Online chatbots offer an alternative to these apps, as they don’t create bloatware on 
smartphones, and they can collect all the notifications and updates for each of the services 
they’ll be using during their trip in just one place and not in separate apps. It is also much 
easier to search for information or assistance using a chatbot, rather than travel websites 
of apps. Another key difference between chatbots and travel websites or apps is that in 
the first one, chatbots use machine learning to adopt to what the user is searching and 
asking questions. In the case of websites and apps the user had to become familiar with 
their interface and then they could complete their task faster. Chatbots can identify 
commonly used phraseology and search terms and understand travelers’ preferences over 
time. They are also updated based on records of prior conversations with users and their 
development is a dynamic process as they become smarter by interacting with users and 
allow business in the tourism industry to offer better services and improve the user 
experience. 
One great benefit that chatbots offer to the travel industry is that they help businesses 
retain customers. In the case of websites and apps, which are static, if the users cannot 
find the information they are seeking, then they’ll close it and move on to a different 
source of information. Chatbots on the other hand, can either provide the necessary 
information themselves, or connect the users to a staff member for further help. There is 
a strong relation and cooperation between chatbots and human employees, to provide 
users a better experience, and as a result retain a higher number of customers due to the 
proactive customer support. Here are some use cases, where bots are used in the travel 
industry [15]:  
• Live Info at Heathrow Airport: This is a voice assistant bot, which is based in 
Amazon’s Alexa and is used in the Heathrow Airport in United Kingdom. All 
passengers can use it with every enabled device, to find all the necessary 
information they need, such as flight numbers and details. More services will also 
be added.  
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• Destination Chatbot – Zauchensee: This chatbot was created by the ski resort of 
Zauchensee to market themselves in a new and alternative way and to help 
customers in their journey. It is named ‘Zauchi’ and travelers can engage it 
twenty-four hours a day, to find an overview of the most relevant topics of their 
vacation and the region itself. Users can browse through a variety of categories, 
from events or special offers, to navigational assistance, to find a reliable answer 
to their question in a time-saving way. Their questions are answered immediately, 
without the need to connect them to a customer representative. 
• Tourism chatbot of the Serfaus-Fiss-Ladis region: This is the digital assistant of 
the Serfaus-Fiss-Ladis region, called ‘Sunny’, and it is used to help tourists 
organize their travels. By providing the most important information about 
infrastructure, travel topics, events and even real-time weather forecasts, it makes 
the travel experience easier. 
• Expedia.com: Although Expedia is an Online Travel Agency for airline tickets 
bookings, hotel reservations, car rentals, cruises and vacation packages, the 
Facebook messenger chatbot that it has implemented, allows users to search only 
for hotels. The users just need to open the messenger app and tell the bot about 
their travel plans. Then the bot will show the five most popular hotel options in 
the chosen location. Once the users click in the suggested hotels, they are re-
directed to the Expedia website where they can complete their booking. Finally, 
after the booking is finished, the users receive a message in the messenger app 
with a link to the itinerary [16]. 
• KLM: KLM Royal Dutch Airlines chatbot uses Facebook Messenger’s checkbox 
plugin on the checkout page and allows users to opt-in to receive booking 
confirmation, check-in notification, boarding pass and flight status updates via 
Messenger. This chatbot was built to improve and make simpler the customer 
service. At the moment, it can ‘speak’ thirteen languages and it responds to around 
fifteen thousand social conversations every week. In its first month of 
implementation, this chatbot increased the volume of Facebook messages by 40%. 
• Booking.com: As Booking.com has grown from a Dutch start-up to one of the 
largest travel e-commerce companies in the world, it is investing a lot in digital 
technology. Therefore, they implemented a bot in their website and app, so users 
can check availability, look for information like check-in times or even reserve a 
parking spot. One notable feature of this bot is that it allows users to initiate a 
conversation involving their account and lets hotels send notifications. With this 
bot, Booking.com is aiming to offer users a more personalized, gratifying and 
seamless travel experience. 
It is obvious that more and more companies in the tourism industry are investing in their 
digital transformation, re-designing their business processes and implementing bots and 
other new technologies in their current operations and daily tasks. Like other industries, 
the travel industry is gaining a lot from these technologies and more specifically from 
bots. Bots promote operational efficiency as they offer products and services based on 
previous interactions, purchase history and date that may suggest when the customer is 
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more likely to respond to an offer. They also help to reduce contact centers or even 
removed completely, as they can be used for many functions. Automatic lead capture is 
also a benefit of bots, as they can collect users’ data such as full name, language 
preference, gender, etc., and you don’t need to ask for their e-mail in your website. 
Another great benefit is that they collect qualitative data via their interactions with users, 
helping companies understand better their customers and then are able to customize and 
refine their offers to respond better to these needs. Last but not least, bots can be present 
for users twenty-four hours a day, with no time constraints. This allows users to interact 
with travel companies in their preferred time and not the company’s, which is crucial in 
the tourism industry, as time zones shift while customers are moving around in flight or 
on the road [17].  
Analytically the benefits that travel companies gain from bots are [18 & 19]:  
• Availability 24/7 and multi-language: In the past the customer could only contact 
travel companies in their working hour. This made it difficult in many cases and 
almost impossible in cases where the customer was in a country with a very big 
difference in the time zone. Imagine a customer from the United States, trying to 
communicate with a travel agency in Greece. Bots on the other hand are available 
twenty-four hours a day, solving the problem that occurs with operating hours and 
different time zones. What is more, bots can communicate with users in their 
language, making it simple, whereas it would be extremely difficult to 
communicate with travel agents who don’t know the customer’s language. 
• Cost savings: With the use of bots, call centers can be reduced or even removed. 
These centers cost heavily and sometimes they do not deliver the expected results. 
Many of the simple and repetitive tasks of call centers can be automated saving 
time and money (up to four minutes per inquiry). Call centers will pass 5% of 
requirements to human agents. 
• Efficiency and Consistency: If designed and programmed correctly, then bots can 
perform flawlessly, fast and accurately the task for which they were designed. 
Bots can also act like a personal assistant once they are equipped with natural 
language processing abilities. 
• Customized help: A tailor-made experience for users can be created, by 
connecting chatbots to third-party information such as cookies from browsers and 
storing previous interactions. In this way, the relationship between the user-
customer and the company can grow, as the company will offer a more 
personalized experience and options.  
• Sales agent replacement: As mentioned above, bots can replace call centers. They 
can also replace sales agents with their ability to create more attractive offers to 
users than sales agents, as they have access to a wealth of information. 
• Local Guide: People used to ask for their friends’ recommendations or read travel 
guides to find the best places to visit in their next trip. In our days though, there 
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are plenty of apps with reviews and recommendations, like TripAdvisor, that take 
advantage of the new technologies to give a more personalized experience to 
users. 
• Payments processing: There are some bots that have been integrated with payment 
methods to offer an easy, all in one search and payment solution.  
• Increase Revenue Opportunities: Chatbots can take a user from the awareness 
stage to the conversion stage within minutes. Therefore, chatbots have a higher 
possibility of conversions and revenue growth.  
• Access to Data: In every interaction that bots have with users, they collect data 
that can provide insights into the customer experience, purchase history, problems 
etc. This is beneficial for both companies and users. Companies can use these data 
to have a better view for their customers and send personalized marketing 
messages. Users have access to the chat history so they can refer their queries at 
any point of time. 
Travel companies are trying to gain all the above benefits, because they want to improve 
the way they are operating and their business processes. The operations of a travel 
company can be divided in two categories: front office where customers are facing staff 
and back office where they are not. 
Travel companies are trying to make all their operations as automated and efficient they 
can. This often means, automated systems that replace human staff. Automated systems 
perform tasks much faster than people and eliminate human errors (if programmed 
correctly). On the other hand, these systems do not have capabilities in terms of thinking 
like a human, so they cannot solve problems that differ from what they were programmed 
to. For instance, in cases where there is a complaint from a customer, these systems cannot 
provide a solution or take action like a human would do. And here come bots, where they 
can perform tasks like automated systems, but also have learning capabilities and they 
become smarter and smarter the more they are used. 
 
2.4 Bot Frameworks 
Internet bots can be developed in different frameworks. So, what is a framework? It is a 
digital space where developers build bots using predefined functions and classes. In this 
way it is easier to create a customized a bot than starting from the start. Bot frameworks 
are different from bot platforms. The first ones are more complicated, ready-made code 
snippets that plug into an API easily. The second ones allow users to create bots using 
drag-and-drop functionality, without the need for them to have coding knowledge.  
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The framework that will be used to develop a bot depends on the use of the bot and the 
familiarity of the developer with the platform or framework. For example, a chatbot that 
needs to answer frequently asked questions in Facebook Messenger will require much 
less from a framework than a bot that is developed to complete more complex tasks. Some 
of the bot frameworks are [21 & 22]:  
• Amazon Lex: This framework allows users to create bots that can easily process 
voice or text input interchangeably. Integration with the digital personal assistant 
Alexa is easy for a bot built with Lex. It is also simpler to use than other leading 
bot frameworks and developers can enjoy the benefits that come with the Amazon 
platform, such as low hosting costs, syncing, etc. 
• Microsoft Bot Framework: This framework is powerful with an arsenal of 
connectivity behind it, making it suitable for developing bots with serious 
customization and strong capabilities. A set of predefined functions and classes is 
provided by the Microsoft Bot Builder, but coding is also necessary, making it 
harder for developers with no technical background to create a bot with this 
framework. 
• Dialogflow: This framework, which was previously known as API.AI, is provided 
by Google and is less strong than the Microsoft’s and Amazon’s. It offers prebuilt 
agents, multi-language support, in-line code editing, and is easily integrated with 
Google Home. What makes it unique from other frameworks is the analytics 
program it has, Chatbase, which provides information about how, when, and who 
are using chatbots. This is important for developers as they can take advantage of 
these data and improve their bots.  
• Chatfuel: This framework is a non-technical, user-friendly platform to create 
chatbots for Facebook or Telegram. It requires no coding, offers a visual 
development environment and analytics, and supports 50 languages. It is easy to 
learn and free, however its free version contains advertisements.  
• Botpress: This is an open-source bot-creation tool, written in JavaScript, allowing 
users to build, deploy, manage and scale bots, in a modular framework. Beginners 
will find it hard to use, as it is professional oriented. Great for customer support, 
offering flexibility, Botpress is aiming to boost efficiency and transparency, while 
keeping it simple.  
• Pandorabots: This is focusing on developers who want to build quality bots 
leading in business results. It is mainly used for chatbots for B2C messaging, 
commerce, customer service, entertainment, marketing and voice interfaces. 
Developing a chatbot with this framework requires putting some time, as it is 
updated and improved, when more data are collected. 
• IBM Watson: This is a platform that allows efficient and fast chatbot 
development, with an easy to use interface, Watson Assistant, tutorials, analytics 
and data privacy. What is more, developers can exploit the bot asset exchange and 
don’t have to start building the bot from scratch. However, this platform has 
limited connectivity with third-party platforms.  
• Botkit: This is one of the leading bot developer tools. It allows the development 
of bots with the help of visual conversation builder and the addition of plugins 
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depending on the user’s needs. It operates on natural language processing engine 
and it can also support open source libraries.  
Internet bots can be also split in two main categories: text-based bot and voice-based bots. 
In the first case users interact with the bot by using text and in the second case by ‘talking’ 
to it [24]. Both categories have their similarities and differences, and each is best suited 
for different cases.  
Regarding their similarities, both types of bots are designed to help users find the 
information they are looking for. The user may be looking to find the weather in a specific 
location and both bots will provide an answer. They both rely on Natural Language 
Processing (NLP) and Natural Language Understanding (NLU) [25] and can operate in 
mobile and other devices. 
The main difference between these two types is how users interact with them. In the text-
based bots, users interact with them on a screen via text or pressing buttons from the 
options the bot is offering. They can be encountered in more than one messenger 
platforms, both online (like Facebook Messenger) or offline (like SMS). On the other 
hand, a voice-based bot can be called upon in many devices, such as smartphones, laptops, 
speakers, wearables or any IOT (Internet of Things) device, and it allows users to interact 
with it, hands-free. Another main difference and a benefit of the voice-based bot, is its 
ability to exist in multiple messaging platforms, synchronized across devices. What is 
more, text-based bots need to understand short form of words or typos that users may use 
in their interaction with the bots, whereas a voice-based bot needs to understand the accent 
of the questioner, requiring from it to be ‘smarter’ than a voice-based bot. Finally, chat-
based bots can be triggered easier as the user just needs to start typing in a device, whereas 
a voice-based bot may require a computer or a smart speaker.  
The type of bot that a company will implement depends on their needs, the use of the bot 
and some other factors. Text-based bots are used more often and are more suited if the 
company has restrictions in its budget. Implementing a text-based bot is much cheaper 
than a voice-based, so it will be more suited for a company with budget constraints. Text-
based bots are also a better option for simple tasks, for instance in the case where a user 
is just asking for the price of a product, etc. and not in more complex ones. In case the 
customers of the company make inquiries using their smartphones, or they need a screen 
to text and interact with the bot, then a text-based bot is a better fit.  
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On the other hand, voice-based bots are becoming more and more popular and adopted 
by companies. This type of bots requires a big amount of money, but if the company can 
afford it, then it is worth. Voice-based bots are also great if the users of it are multitasking 
or are physically challenged, as they do not have to type, and they just talk to the device. 
Some companies combine text and voice to make things more live and fun for the users. 
In this case the bot is presenting the text with voice.  
 
 
2.4.1 Botsociety 
For the purpose of this dissertation, we have used the Botsociety framework to create the 
chatbot. The company which provides this framework was founded in 2017 [27]. This 
company is also providing online tools for previewing, prototyping and testing 
conversational interfaces and allows users to create easily a bot experience preview. It is 
considered an app that enables users to visually prototype chatbot and voice assistant 
conversations, in a wider range of platforms than Amazon Alexa and Google Assistant, 
such as Whatsapp, Facebook Messenger, Slack, Hangouts, Twitter, or even a custom 
chatbot [28]. The main feature of Botsociety, is that it makes it simple and easy for users 
with no experience to create a bot from scratch. The learning curve can be less than thirty 
minutes and no technical expertise is required. The user can start creating system and user 
dialog interactions in a visual device interface and then Botsociety takes action, by 
building a conversational flow diagram that can be exported easily. What is more, the 
visual interface makes it easy to understand if the user is creating a human or a chatbot 
response. Finally, the user can preview the chatbot in a simple way and make any 
alterations needed.  
Some of the pros of Botsociety are:  
• Its build integrations: Dialogflow, Rasa.ai and custom APIs for the user’s 
codebase. 
• It can import CSV format files. 
• It can export in multiple formats: PDF, Video, CSV and GIF. 
• It provides unlimited real-time collaboration with other team members, with 
commenting capabilities. 
• It provides templates with example flows, depending on the chosen bot platform.  
• It can specify variable names, values and types for build integrations. The last 
ones can be also customized. 
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• It can track revision history. 
• It offers built-in testing capabilities. This allows users to share the chatbot they 
have created so others can test it and provide them with feedback. This feature is 
important for developers as there is always room for improvements. 
Some of the cons of Botsociety are:  
• It does not offer live publish capabilities. 
• In the free version, all flow paths are exported separately. 
• The iconography may be unclear at the beginning and can confuse developers 
until they are more familiar with it. 
• Although it offers easy drag and drop reordering, it is not obvious, and developers 
might not be aware of this feature at the beginning. 
Botsociety offers three pricing tiers: 
1. The Free version, with its limitations. Only two users are allowed, two designs 
and one design export. 
2. The Professional version, where up to five users are allowed. This version offers 
unlimited designs and exports. 
3. The Enterprise version, where it offers not only the features of the Professional 
version, but also Botsociety Voice, SSO and custom domain, and dedicated 
support and training.  
For the purpose of this dissertation, Enchatted, a company with expertise in the field of 
evaluating bots, has provided us access to the Professional version of Botsociety, to create 
the chatbot.   
 
2.5 Targets / Research Questions 
In section ‘2.2 Trip Planning’, we have explained how users used to search information 
regarding their trip in the past and how this has changed over the years. What is more, in 
section ‘2.3 Artificial Intelligence and Bots’, we have explained the benefits of these two 
technologies and how they are implemented by companies of the tourism industry for 
different usages. There is huge potential in how bots can help users in their search journey. 
Therefore, for this dissertation, we will try to answer the following two Research 
Questions: 
RQ1: Can we create a chatbot to help users plan their trip? 
RQ2: What functions will this chatbot feature? 
These two Research Questions will be answered in the next section. 
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3 Design 
3.1 Problem Solving 
The way travelers search for everything regarding their trip, from flights booking to 
accommodation and transportation means in their destination, has changed through the 
years. A huge factor for this change is the technological improvements, like the Internet, 
the automated booking systems and many more. This made the travelers’ search journey 
easier, however there is still room for improvement. We believe that a creation of a 
chatbot can make this journey shorter and easier for the users.  
In our days, the travelers’ search journey is somehow like the following: 
1) They need to find a destination for their trip (in the case of business travelers, they 
already know their destination). In order to do so, they use search engines like Bing, 
Google Search, etc. to find which places are popular, cheap, value for money, and are in 
general, worth visiting for them. Even if they heard for a place from one of their friends 
or relatives, they still use the web to find even more information about the place. The 
criteria that make a destination appealing for each traveler, vary a lot, as they have 
different income, culture, preferences, etc.  
2) After they decide about the destination, they start searching how to get there. The 
transportation methods vary from flights, railway, cruises and pretty much every single 
mean of transportation. What is more, the transportation methods depend on the distance 
between the starting point of the traveler and the destination. For instance, a traveler who 
is located in Japan and wants to visit the United States, has fewer options than a traveler 
located in Germany that wants to visit France, as the distance from Germany to France is 
much less than the distance between Japan and the United States. So, the traveler searches 
for all the possible ways to get to the destination and then, after taking into account the 
benefits, the drawbacks and the cost of its method, makes the final decision. 
3) After that decision, the traveler has to make a reservation or book the transportation 
mean. For instance, the traveler from Japan that will visit the United States, will probably 
decide to travel there via airplane. Then he/she will need to search the different airlines 
booking systems, to see which one is best suited for him/her and book the flight. 
29 
 
4) Then the user must book its accommodation. He/she will need to search again in the 
web for the different accommodation options available, from hotels, hostels, AirBnB and 
many more and book its accommodation. 
5) The booking of the accommodation and the transportation mean can be done at the 
same time or with a different order. 
6) After the above two bookings, the traveler will probably search for some activities to 
do there, museums to visit, famous sightseeing there and more. So, the traveler will make 
another search to find these activities and places to visit. 
These searches can be made either in websites or apps, such as Booking.com, 
TripAdvisor, etc. Even though searching is easier for the user, than it used to be in the 
past where the traveler had to visit different tour operators and book a travel package, the 
user has to do those searches and bookings in different platforms and apps. This procedure 
can be made easier if the above steps are gathered in one place. 
Regarding the Research Question 1, we will try to create a chatbot to help users with their 
trip planning. With the creation of chatthe bot, we are aiming to gather all those steps in 
one simple chatbot, making it really easy for users to plan their trip. Although it sounds 
easy, there are a lot of problems that may occur if the implementation of the bot is not 
correct. All the different search and booking platforms related to tourism are dedicated to 
one or two goals. For instance, Booking.com is mainly dedicated to hotels bookings, 
whereas Skyscanner is mainly dedicated in booking flights. This means that they offer a 
specific service in an excellent way. 
3.2 Design Considerations 
With the creation of this chatbot, we are trying to make the journey of the user easier. We 
try to include all the searches and bookings that the user will make during his trip into 
this chatbot. This means that the user will no longer have to search in different apps and 
websites to find the perfect flight or hotel for his new adventure. 
Designing a chatbot is a different procedure than designing a website or an application 
for smartphones.  So, we need to take some design principles into consideration [45 & 
46]. Design principles are a list of opinions that an entire team agrees on, that provide 
clarity, reduced ambiguity and set a goal for all the team members to be achieved.  Some 
design principles for chatbots are:  
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• Do not make the chatbot look like a human: Using techniques like ‘is typing…’ 
make the chatbot look like a human, whereas it is not. This makes users feel 
deceived or that they don’t understand how a system works, which are bad user 
experiences. However, this does not mean that you cannot give some personality 
to the chatbot.  
• Make the chatbot as simple as possible: The chatbot should have a specific goal 
and subject. They should also have linear conversation flows and avoid complex 
paths. Chatbot limitations should be exposed and explained to the user. 
• Respect the chat medium: One advantage of chatbots is that you can reduce the 
use of lots of apps and interface and integrate them into a simple chatbot 
experience. So, there is no reason to try and ‘drop’ an entire app to a chatbot. 
• Chatbots should be optimized for the end user: If a human would be a better choice 
for the end user, then there is no need to design a chatbot. The role of chatbots is 
to improve what humans are slow at, and not replace what humans are good at.  
• Chatbots should be used simply: Interactions with chatbots should be precise and 
short and not long ones. There is no need to get a long conversation with a chatbot. 
• Provide structured input when possible: The chance for a dead end is bigger when 
there are a lot of alleyways a conversation can go down. Users should not be 
placed in a situation when they do not understand what information input they 
should provide. Custom options give a limited range of input and can save a lot 
of typing. For instance, when the chatbot asks something where the possible 
answer is only yes or no, then the chatbot could provide the option to press the 
‘Yes’ or ‘No’ button.  
• Provide directional clues to the user: When a chatbot makes a question to the user, 
then it should also provide some suggestions that are simple ‘tap to answer’ 
message buttons. In this way, the user can utilize the chatbot’s capabilities to the 
fullest and become aware of circumstances where the chatbot needs further 
training.  
• Create a connection with the user on a personal level: In most cases, the chatbot 
should start the conversation with a greeting, using the user’s name, so it can 
create a more personal bond with the user.  
 
3.3 Chatbot Name 
The name of the chatbot plays a crucial role and it can define whether it is used or not. It 
can be a human name, a robot name, a descriptive or just a clever name [47]. Each type 
of name has its drawbacks and benefits and suits better in different industries. After 
creating a chatbot, that is functional and assists users in solving their problem, it is 
important to add a great name as this will make it even more effective. What is more, it 
is likely that the chatbot you have created will be the first users interact with, so giving it 
a memorable and clever name is necessary and users can recall it easier. 
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The chatbot I have created was named Christopher T-Columbus, after the famous 
explorer. The “T” in the ‘T-Columbus’ stands for both the words ‘travel’ and ‘trip’. With 
this name, it will be clear to the users that the chatbot will be related to traveling and 
exploring and it will make it easier for users to remember it. 
Regarding the Research Question 2, the functions of the chatbot will be the following. 
The chatbot Christopher T-Columbus, will try to gather the following features in one 
chatbot: 
1. Asks the user if he/she is travelling alone or with company. 
2. Asks the user when he/she wants to travel. 
3. Asks the user which city he/she wants to visit. If the user does not know, the 
chatbot will then suggest some places for him/her. 
4. Asks the user how he/she wants to get there (airplane, train, bus, etc.) and redirect 
the user to the corresponding search engine. 
5. If the user makes the booking, the chatbot gives him/her the option to save the 
ticket. 
6. If the user selects to get to his/her destination via car, the chatbot can provide and 
save the route for him/her. 
7. The chatbot provides some alternatives where the user can stay and redirects the 
user to the corresponding search engine. 
8. If the user makes the booking, the chatbot gives him/her the option to save the 
invoice. 
9. Asks the user what he wants to do in the destination and provides him with some 
options. 
10. Depending on what the user selected in the previous question, the chatbot then 
proposes some options and provides directions to the activity he chose. 
3.4 Design using Botsociety 
The chatbot Christopher T-Columbus is not designed to be fully functional. As an 
individual with no technical background, it was impossible to create a fully functional 
chatbot with advanced features. Therefore, we have created the main backbone of it, that 
with the help of developers it can be completed and ready to launch. What is more, the 
flowchart is created only in English and the different answers the users have gave are just 
indicative. Let’s explore now the flowchart of the Christopher T-Columbus chatbot. 
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Picture 1 
At Picture 1 we can see how the bot is starting. The chatbot is greeting the user, explains 
that it is a chatbot and is referring to its functions. These are: a) finding a destination for 
the user, b) finding a transportation method to the destination, c) finding a place to stay 
there and d) finding places to visit and things to do there. In this way, the chatbot is 
making clear what are its functions and what the user can expect from it. After that, the 
chatbot is trying to create a more personal bond with the user by asking him/her how 
he/she is.  
The chatbot will then be able to recognize what the user has entered as input with the use 
of Natural Language Processing (NLP). Natural Language Processing is heavily 
depended in deep learning and gives computers the ability to interpret and understand 
what the user has provided as input. In a few words, Natural Language Processing can 
exploit the computing power of machines, and with the appropriate training, make them 
understand words and phrases like humans would do.  
In case the user gives a positive input, for instance ‘I’m fine’ or ‘Good’, then the chatbot 
responds: ‘I’m glad to hear that! Now, let’s plan your trip!’. The chatbot is trying to create 
an excitement to the user and keep the interaction with it interesting. In the other hand, if 
the user gives a negative input such as ‘I’m having a bad day’ or ‘I ‘ve been better’, then 
the chatbot responds: ‘Well, let’s try to cheer you up!’. With this response, the chatbot 
tries to make the user feel better and cheer him/her up. After that, the chatbot makes a 
rhetorical question ‘How about planning your next trip?’. With this question the chatbot 
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does not wait for a reply from the user, but it continues to the next question it asks to the 
user as it will be shown in Picture 2.  
 
 
Picture 2 
Both the left and the right path of the first question of the chatbot end in the same next 
question of the chatbot, which can be displayed in Picture 2. This question is: ‘Do you 
want to travel alone?’. With this question the chatbot wants to understand how many 
people will be traveling with the user, because this is essential for the next stages of the 
flowchart, as it will be explained later. The user can select between two options: a) Yes 
and b) No. If the user selects ‘No’ then the chatbot is asking him/her: ‘Are you traveling 
with friends, family or your partner?’ This makes it clear to the user, what the possible 
answers he/she can provide are. However, if the user answers something similar but not 
exactly the same with the words: friends, family and partner, then the chatbot will be able 
to identify what the user means with the use of NLP. For instance, if the user types 
parents, then the chatbot can understand that this belongs to the family category. In case 
the user answers ‘Family’ then the chatbot asks: ‘How many adults will you be traveling?’ 
Then the user can type the number of adults that are traveling together. 
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      Picture 3 
In Picture 3, we can see all the different paths from the possible answers for the answer 
‘Are you traveling with friends, family or your partner?’. On the left path, the user 
responds with a word like ‘Friends’, so the chatbot is then asking the user: ‘How many 
people will you be travelling together?’. Then the user should type the number of people 
that will be in total in this trip. In the middle path, where the user has entered the number 
of adults, the chatbot is asking the user: ‘Are you having any kids with you?’. Then the 
user can select between ‘Yes’ or ‘No’. In case the user selects ‘Yes’, then the chatbot is 
asking ‘How many kids?’. The user should now type how many kids there will be together 
with the adults. In case the user selects ‘No’, then the chatbot continues to the next 
question as it will be displayed in Picture 4. On the right path, the user responds with a 
word like ‘Partner’ or ‘Girlfriend/Boyfriend’ and the chatbot can understand that there 
will be only two people traveling together.  
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Picture 4 
All the aforementioned different paths continue to the same question that the chatbot 
makes, which is ‘When do you want to travel? Select departure and arrival dates’. This is 
a crucial question, as the input of the user will determine and influence the next functions 
of the chatbot. Therefore, the chatbot makes it clear to the user that he/she must select the 
dates from the calendar popping. In this way, the user knows exactly how to enter the 
dates he wants to travel. If, for example, the chatbot did not provide a calendar, and the 
user had to type the answer, then it would be possible that the user got confused, as there 
are multiple in how to write a date. From 10/11/2019, November 10-2019 to 11/10/2019, 
these all refer to the same date. This makes it a bit confusing for the user, which might 
decide to stop using the chatbot for this reason. With the calendar, it’s simple and clear 
where the user should select the dates that he/she wants to travel. The dates will be also 
be displayed in the calendar, so to avoid cases where the user has accidently chosen 
different dates from the ones, he/she wanted. If so, then the user can change these dates 
until the dates are correct.  
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Picture 5 
 
In Picture 5, after the user has selected the dates he/she wants to travel, the chatbot is 
making the next question which is: ‘Nice! Now, which city would you like to visit?’. 
Then, there are two different types of answers that the user can provide. If the user 
provides an answer that contains the city that he/she wants to travel, for instance ‘London’ 
or ‘Paris’, then it is simple and the chatbot continues to the next question which will be 
analyzed in Picture 6. However, if the user provides a type of answer that means that the 
user does not know which destination he/she wants to visit, for instance phrases like ‘I 
don’t know’ or ‘I’m not sure’, then the chatbot says ‘No need to worry! Have a look at 
the most visited cities in 2019:’. After that message, the chatbot is providing some cities 
where the user can travel to. The cities that the chatbot is recommending are not random. 
The chatbot will take data from an external source, for example TripAdvisor or another 
site regarding tourism. What is more, these data will be dynamic and not static, as things 
change in tourism during the years, or even months.  The suggested cities can be seen in 
Zoom Pictures 1 & 2. 
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      Zoom Picture 1          Zoom Picture 2 
 
     Picture 6 
In Picture 6, we can see that both paths from Picture 5 (the path where the user knows 
the destination he/she wants to visit and the path where the user does not know and the 
chatbot proposes some destinations for him/her), lead to the next question which is related 
to the transportation mean that the user will book in order to reach his/her destination. So, 
the chatbot is asking the user ‘Nice choice! How do you want to get there?’ The chatbot 
is trying to become more friendly with the user and make him/her feel comfortable. This 
is clear with phrases like ‘Nice choice’, ‘No need to worry’ and more. After the question 
that the chatbot made (‘Nice choice! How do you want to get there?’), some options are 
displayed, and the user can choose. These options are: 
a) Airplane 
b) Train 
c) Bus 
d) Car 
e) Boat 
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Picture 7 
 
 
Picture 8 
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Picture 9 
 
In Picture 7, Picture 8 and Picture 9 we can see the options that the user has for every 
option he/she chooses (airplane, train, bus, car and boat). In all options, the chatbot is 
checking if the user can reach the destination via the option, he/she has chosen. For 
instance, if the user is currently located in Greece and has selected to visit Austria then 
the option ‘Boat’ is not available. If the option is available, for instance the user selected 
airplane for the previous example from Greece to Austria, then the user gets redirected to 
the corresponding search engine to select the flight he/she wants and make the booking. 
The search engines will be different for each option, or some of them may have the same 
search engine (if there is a search engine for both flights and train tickets for instance). 
On the other hand, if the option the user has chosen is not available, like in the example 
mentioned above, the chatbot is displaying the message ‘Unfortunately (name of the 
user), you cannot get to (name of selected city) via (selected transportation method). No 
worries! You can select another one’. With this message, the chatbot makes the user 
aware that the selected method is not available and redirects the user to the message where 
the transportation methods are displayed, se he/she can choose another one. In case, the 
user selects the option ‘Car’, then the chatbot will check if there is an available route, so 
the user can drive to the destination he/she selected. If there is, the user is redirected to a 
maps app so he/she can get directions and save the route to the device. If there is not, the 
user gets redirected to the message where the transportation methods are displayed, so 
he/she can choose another one. 
40 
 
 
 
Picture 10 
 
In Picture 10, we can have a closer look to the different paths mentioned in Picture 7,8 
and 9. 
 
Picture 11 
In Picture 11, we see that after the user makes the booking, the chatbot asks the user ‘Do 
you want to save your ticket?’. If the user selects ‘Yes’, the chatbot saves the ticket in the 
device storage and then continues to the next message (the same message appears directly 
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if the user selects ‘No’ in the previous question), which is ‘Here are some of the best rated 
places to stay in (destination name)!’. After that, the chatbot displays some of the top-
rated places where the user can stay in the destination, he/she chose before.  
 
Picture 12 
 
 
Picture 13 
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Picture 14 
As shown in Pictures 12, 13 and 14, for every suggested place, the user has three options:  
a) Book Now 
b) Call 
c) More Info 
If the user selects ‘Book Now’, he/she gets redirected to the booking engine, to the 
specific option he/she chose, to make the booking. If the user selects ‘Call’, he/she is 
redirected to the call app of his/her device with the telephone number of the corresponding 
option, so he/she can call and get all the information needed. After the telephone call, the 
chatbot asks the user ‘Do you want to make the booking, or do you prefer some other 
option?’. If the user selects ‘Yes’, then he/she is redirected to the booking engine, to the 
specific option he/she chose, to make the booking. If the user selects ‘No’, then he/she is 
redirected to the booking engine, where more options are displayed, and he/she can 
choose the best for him/her. If the user selects ‘More Info’, then he/she is redirected to 
the booking engine to this specific option, to find all the information he/she needs and 
can either make the booking or explore other options. In Zoom Picture 3 & 4, a closer 
look to the options available for the user is displayed. 
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Zoom Picture 3       Zoom Picture 4 
 
Picture 15 
After all the above three paths and after the user has made the booking as shown above 
in Picture 15, the chatbot asks ‘Do you want to save the invoice?’ (Picture 16). If the user 
selects ‘Yes’, the invoice is saved in the device storage and then -the same message is 
displayed if the user selects ‘No’- the chatbot says ‘Now, let’s see what you can do in 
(destination name)!’ and ‘Here are some suggestions!’. 
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Picture 16 
 
     Zoom Picture 5       Zoom Picture 6 
       
       Zoom Picture 7          Zoom Picture 8 
As shown in Zoom Pictures 5,6,7 & 8, the chatbot provides the following four options to 
the user:  
1) Restaurants 
2) Bars 
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3) Famous Landmarks 
4) Activities 
If the user selects either ‘Restaurants’ or ‘Bars’, the chatbot provides the same three 
options:  
a) Make a Reservation 
b) Location 
c) Call 
If the user selects ‘Famous Landmarks’, the chatbot provides three options:  
a) Location 
b) Open Hours 
c) Book a ticket 
If the user selects ‘Activities’, the chatbot provides two options: 
a) Location 
b) More Info 
So, the above different paths, lead to the same actions and messages. This means, that if 
the user selects either ‘Restaurants’ or ‘Bars’, some options will be displayed and if he/she 
selects ‘Make a Reservation’, then he/she will be redirected to the web page of the option 
to make a reservation (the same redirection will happen if the user selects ‘Book a ticket’). 
If the user selects ‘Location’ in any of the above four options, then he/she will be 
redirected to a maps app to get directions in how to get there. If the user selects either 
‘Open Hours’ or ‘More Info’, then he/she will be redirected to the corresponding page to 
get the appropriate information. Finally, if the user selects ‘Call’, he/she will be redirected 
to the call app of the device, with the telephone number of the specific option to make the 
call. The different paths are displayed in Pictures 17, 18 & 19. 
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Picture 17 
 
 
Picture 18 
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Picture 19 
It is important to note, that in every of the four available options the chatbot displays 
(Restaurants, Bars, Famous Landmarks and Activities), after the user selects the category, 
for instance Restaurants, some restaurants will be displayed and for each of these, there 
will be available the three options (Make a Reservation, Location, Call). The same applies 
for the other three options, Bars, Famous Landmarks and Activities.  
Finally, after the user has selected one of the aforementioned options and everything is 
completed, the chatbot displays the following messages (Picture 20) one after the other: 
‘It looks like everything is set now! (emoji with sunglasses)’, ‘And don’t forget to chat 
me every time you need help!’ and finally, ‘Enjoy your trip! (emoji with smile)’. With 
the last three messages, the chatbot wants to state that there are no more functions. What 
is more, it also wants to encourage users and remind them, to chat with it again and take 
advantage of its features.  
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Picture 20 
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4 Discussion and Results 
4.1 Results of Design 
In chapter 3, we have seen in detail the design of the chatbot, as created with Botsociety. 
As we mentioned before, this chatbot is not completely operational and the design has to 
do more with the flowchart of the chatbot, rather than the execution of it. We wanted to 
create a flowchart, that will be the base for this chatbot. In the future we will add some 
features and functionalities, improve the User Experience and the Interface and make it 
‘smarter’ in general. The result is a chatbot, created for the Messenger app, that can be 
executed. However, its capabilities at the moment are limited and some messages do not 
display the content we want. Let’s have a more detailed look at every step of the chatbot. 
In this Chapter, we will not display any pictures, as everything is included in chapter 3. 
At the start, after the chatbot introduces itself and asks the user how he/she is doing 
(Picture 1), we have provided two different versions of the user’s reply. However, the 
answer of the user can be completely different from what we have provided. This will be 
solved with the use of Natural Language Processing (NLP) and with the appropriate 
training of the chatbot. We can train the chatbot by providing it with different possible 
examples of replies that it will encounter. In this way, it will become ‘smarter’ and it will 
be able to adapt to almost all the different replies it might get in the questions it makes. 
The chatbot will be able to understand that answers like ‘Great’ or ‘My day is amazing’ 
have a positive meaning and then it will continue with the left path of the flowchart, and 
answers like ‘Not that great’ or ‘Another boring day’ have a negative (or at least not a 
positive) meaning and continue with the right path of the flowchart. What is more, with 
Natural Language Processing, the chatbot will be able to understand possible misspellings 
of words. If the user types ‘Geat’ for instance, the chatbot will understand that the user 
probably wanted to type ‘Great’ and continue with the appropriate path. In general, NLP 
will make the chatbot not just read words, but also understand their meaning and their 
emotion and in this way, it will understand better what the user wants to say.  
This will also apply in the next question of the chatbot (Picture 2), where the user should 
tell the bot if he/she is travelling alone or with company. Even though the chatbot is trying 
to guide the user to type one of the three words included in its question (friends, family, 
partner), the user might opt to use another word such as ‘boyfriend’ or ‘mates’. The 
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chatbot will be able to understand what the user has answered and proceed with the 
corresponding path. The same applies for the numbers, as the chatbot will be able to 
recognize possible wrong answers and ask the user to type a number again. For instance, 
if the user answers ‘123’ in the question ‘How many adults will you be traveling?’, this 
will probably be a miss typing and the chatbot will ask the user to type another number 
again.  
In the next step, where the user selects the city he/she wants to travel , the chatbot can be 
linked with a data base with all the cities of the world (or at least almost all), with further 
details about them, like the country they belong to, their zip code, etc. So, it will have all 
the necessary information for the city the user types or understand that what the user has 
typed is not a city, but a country or even a continent. If that is the case, it will ask the user 
to type the name of city or make some suggestions for the country or the continent he/she 
has typed. 
The chatbot needs also to be linked with an external source to get data, so it can propose 
the most visited cities as shown in Picture 5. This source can be either an app, a website, 
a data base, or any other thing that can serve this purpose. We consider TripAdvisor as a 
source that can be used for this purpose as it is ranked first in the category Travel and 
Tourism by SimilarWeb. TripAdvisor is used by millions of people and offers 
information, reviews, telephone numbers for restaurants, bars, places to visit and many 
more. It also offers suggestions for potential travelers, with articles like ‘Top 25 
Destinations – World’ [48]. You can also select a different region and TripAdvisor will 
provide the top 25 or top 10 destinations in this selection. By connecting the chatbot with 
TripAdvisor, it will make the chatbot capable in making suggestions for the user taking 
data from the content of TripAdvisor. The chatbot will also try to make suggestions based 
also in the location of the user, which means that if the user is located in Greece, the 
chatbot will be more likely to suggest cities from Europe than cities from Africa or Asia 
for example. However, if the user is not satisfied with the suggestion of the chatbot, it can 
provide more suggestions until the user is satisfied. Other sources will also be considered, 
such as Expedia, Eastday.com, Kayak.com and more. If it is technically possible, we may 
connect more than one sources from which the chatbot will take data. This, however, will 
make it more complicated, as different sources have different methods of ranking a place 
and we will need to find a way to take the different ratings from the different sources and 
convert them in the same ranking methodology. For instance, let’s assume that 
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TripAdvisor has given Thessaloniki a rating of 4,3 out of 5, Expedia a rating of 8,5 out 
of 10 and Kayak.com a rating of 4,5 out of 5. We cannot just convert these numbers in 
the same format, let’s say in a ranking of 20. If we did that, then the ranking for 
Thessaloniki would be: 
• TripAdvisor: 17,20 / 20 
• Expedia: 17 / 20 
• Kayak: 18 / 20 
Then, we could say that the rating for Thessaloniki would be (17,20 + 17 + 18) / 3 = 17,4. 
But this is not correct, as different sources have different methodologies of evaluating a 
destination. This makes extracting data from different sources a challenge, but not an 
impossible accomplishment.  
In the next step, where the user selects the transportation method, the chatbot provides 
five options:  
1) Airplane 
2) Train 
3) Bus 
4) Boat  
5) Car 
The chatbot will take the current location of the user as a starting point and it will examine 
if the selection of the user is available. In order to do so, the chatbot needs also to be 
connected with external sources, more likely search and booking engines for flights, train 
tickets, etc. This might be easier for the airplane option, as there are some well-known 
booking engines like Ryanair.com, Southwest.com, aa.com and more [49]. However, this 
is not the case for the other options, as there are not booking engines for these options, 
worldwide. In most cases, there are booking engines, let’s say for train tickets, that offer 
tickets for near or for supported destinations. For example, there might be booking 
engines for routes from Belgium cities to other Belgium cities, or even other countries 
that are located near Belgium, like France or Switzerland. In contrast, booking engines 
for flights, offer worldwide choices. The decision regarding which search and booking 
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engines will be connected is a complete chapter and further research and investigation 
must be made before taking the final decision.  
What is more, in case the user selects the option ‘Car’, the chatbot will use the interface 
of the maps app of the user’s device. This app might be Google Maps, Apple Maps, or 
any other app downloaded in the device regarding maps and routes. The user can be given 
the choice to select the app he/she wants or decide what app will be used by default.  
We also tried to create a more personal bonding between the user and the chatbot, so the 
interaction with it will be pleasant for the user. In order to do so, we used some phrases 
including the user’s name, as shown in Picture 8. The user will take these data from the 
user’s profile, in this case from the user’s Facebook profile and use them to interact with 
him/her. If this chatbot is developed for other platforms like WhatsApp, Viber, etc, it will 
take these data from the corresponding fields of those apps. 
In the function that the chatbot also provides some options for the user regarding what to 
do in the destination of his/her trip, the chatbot must also be connected with external 
sources. These sources can be the same with the ones before, like TripAdvisor, as it is 
used worldwide by travellers to find the best places to eat, have a drink, what places to 
visit, etc. So, once the user selects an option, for instance ‘Restaurants’, the chatbot will 
execute in the backend a search in the connected source, find the best places to eat and 
then display them in the user. The same will be done, for the options available in 
‘Restaurants’.  
Overall, we decided to create a flowchart of a chatbot in the Messenger platform, with 
fields that will be developed later as mentioned above. We opted not to develop a simple 
chatbot, that will execute very simple functions and will soon become obsolete, or the 
users will find no use of it. Although the chatbot we created is not fully operational, we 
believe that it is a good start and that with further investigation and development, it can 
become a simple, yet powerful tool for users that want to plan their trip and gather these 
actions (the search for destination, tickets, accommodation and activities) in one place, 
easily reachable in every device, as long as there is an internet connection.  
After explaining the design of the chatbot, we can now answer both Research Questions 
more precisely. Regarding the RQ1, the answer is Yes, but with some limits. As we had 
no technical background, we decided to create a flowchart of a chatbot for trip planning, 
that with the help of professional programmers can be completed and become fully 
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operational. Regarding the RQ2, the functions of the chatbot can be summarized as the 
following features:  
• Help the user selects his/her destination 
• Find and book a transportation method to the destination 
• Find accommodation 
• Find things to do and visit there 
4.2 Future directions or improvements 
As mentioned in the previous chapters, the chatbot we created is not completed and needs 
further research and technical development. By creating this chatbot and developing it, 
we found out, that there are fields that need improvement. 
Botsociety 
As mentioned in Chapter 2, Botsociety lets amateur developers like us, create a chatbot 
in a simple and easy way in a friendly interface. This is a great benefit for people like us, 
with no technical background. This, however, may be a drawback for professionals as 
they may be restricted by the Botsociety limitations and it may not allow them to add 
some features. What is more, from our time creating the chatbot, we have noticed some 
big loading times, that kept us away from adding more options to the chatbot. In this 
point, we need to clarify that our internet connection was good and stable, and the laptop 
we were working on is a model with high technical specifications, designed for gaming. 
We have also noticed that the more paths and messages, the bigger were the loading times. 
This was a factor that kept us also away from going too deep with this chatbot. Botsociety 
big loading times, might be an issue for the period we were working on the chatbot and 
may be fixed in the future, but we thought that it was worth mentioning. 
Evaluation of Christopher T-Columbus 
Christopher T-Columbus is not fully developed; therefore, we could not evaluate it. After 
the full development of the chatbot, it needs to be tested by users and evaluated. We must 
get the feedback from the testers, find what is working and what is not, what is working 
in a good level and what needs to be improved. There might be situations where users are 
confused and cannot understand what the chatbot is expecting from them as input. What 
is more, there might be situations where the chatbot does not take the appropriate path 
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and we will need to change that. In general, the chatbot needs to be tested and we need to 
make sure that it is fully executable and ready to be distributed to potential users. 
Support for more languages 
This chatbot was created in English, as it is one of the most used languages worldwide 
and we consider ourselves fluent in this language. However, we designed this chatbot so 
users from all over the world take advantage of it and plan their trips. Therefore, new 
languages can be added to the chatbot in the future, to make it more attractive to new 
users from other countries that are not fluent in English. Some of the most spoken 
languages according to Busuu Blog [50] are:  
• Chinese 
• Spanish 
• Hindi  
• Arabic 
• Portuguese 
In order to do so, this needs cooperation between developers and native speakers, so the 
chatbot is trained in these languages too (if decided that these languages will be added). 
Voice-Based Developed of Christopher T-Columbus 
We have currently developed a text-based chatbot, but a voice-based chatbot can be also 
developed.  We have already mentioned in Chapter 2 that voice-based chatbots can be 
called in many smart devices, like smartphones, laptops, wearables, speakers and many 
more devices. Voice-based chatbots can also exist and synchronize between different 
devices. What is more, in most cases, it is easier for a user to interact with a chatbot by 
just talking to it, than having to type. It is obvious, that by developing a voice-based 
version of Christopher T-Columbus, we will make it more friendly with users and they 
will also take advantage of it, in cases where it would be impossible to use the text-based 
version of it. For instance, while driving, they could take advantage of their ‘smart’ car 
and activate Christopher T-Columbus, whereas they should not type in the messenger 
app, as typing while driving is extremely dangerous and fatal accidents can occur. 
Developing the voice-based version needs also the appropriate training, which is different 
and maybe more difficult than the one for the text-based version. 
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Support in more smart devices 
In the era of IOT (Internet of Things) devices, everything will be connected. Developing 
a chatbot that will be available in a variety of devices, from smartwatches to Bluetooth 
speakers, will be a challenge and at the same time will make it easier to use everywhere, 
anytime. More users will be eager to try the chatbot and hopefully it will be spread and 
used worldwide.  
Continuous improvement and training 
Once the chatbot is fully operational and other languages and functions are added, it is 
important to continue training it and always find ways to improve it in every single aspect. 
As technology improves in an extremely fast pace and new trends always come up, we 
must make sure that the chatbot will be up to date. This may mean even restructuring it, 
or changing its text, buttons, graphics, colours, etc. Keeping the User Experience and the 
Interface of the chatbot in a high level is important, otherwise if it becomes obsolete, 
users will stop interacting with it. Some functions may also be added, whereas others 
might be deleted.  
Data Protection 
The chatbot we have created will need to receive some data from the user, either as input 
by the user, or taken from the device of the user (for example location). In order to make 
sure that the chatbot is complied with the General Data Protection Regulation (GDPR), 
we must take all the necessary actions. For instance, the user should be asked if he/she 
permits the chatbot to know his/her location, before the chatbot makes use of this data. If 
the user is reassured that the chatbot is protecting his/her data, then he/she will not hesitate 
to interact with it. On the other hand, if the user is afraid of sharing this data, then he/she 
will probably never interact with the chatbot. The chatbot should also be complied with 
GDPR and other laws, as there might be legal consequences for its developers, with high 
penalties and even imprisonment.  
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5 Conclusion 
In Chapter 2, we have provided the background regarding the tourism industry and how 
potential travelers are searching when planning their next trip, either for business or for 
vacation. We have also seen some facts about chatbots and artificial intelligence, some 
implementations of chatbots from companies in the tourism industry, and the benefits in 
general, that bots bring in this industry. Some of them, are just speeding up existing 
procedures by replacing people, and others are revolutionizing the industry. Bot 
frameworks were explained, as well as the differences between text-based and voice-
based chatbots. 
By examining the travel planning procedure and the benefits of implementing a chatbot, 
we decided to create a chatbot that will gather a few key functions of the travel planning 
procedure in a single chatbot (these functions are described in Chapter 3). Then, after 
describing some of the pros and cons of the Botsociety platform, we started creating a 
chatbot with it. This chatbot was designed for the Messenger app and we named it 
‘Christopher T-Columbus’, after the famous explorer. Basically, what we have created is 
a flowchart, with some indicative replies from the user, and not a fully executable chatbot. 
Due to our lack of technical background, creating a fully executable chatbot, that would 
serve the purpose we wanted, was impossible. Therefore, we created the flowchart, in 
which we will rely on. What is more, with further research and analysis, and with the help 
of developers, this chatbot can be completed and improved. The improvements that can 
be made are referred in Chapter 4. Some of them are the evaluation of the chatbot, the 
addition of new languages, the development of a voice-based version of the chatbot, 
support for more devices, etc. Off course, more improvements, or even a redesign, can 
occur with the continuous improvements of technology and the changes in peoples’ 
behavior.  
Creating this chatbot was a great experience, as the chatbot technology was something 
new for us and we gained new knowledge and skills. At the same time, we can say for 
sure, that this was fun too! As mentioned before, the Botsociety platform did not require 
any technical background, and it was easy and fun to play around, adding more paths and 
options in the chatbot-user interaction. 
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In our opinion, this chatbot can be useful and save time in the trip planning process of 
potential travelers. As the new era requires everything to become easier and faster, we 
strongly believe, that with the appropriate development and improvement of the chatbot, 
it can consolidate its place among apps and websites that travelers use in their trip 
planning.  
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